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Abstract  
The spread of knowledge in today's society makes it necessary to provide strategies to 
acquire new experiences in all stages of human life. Research shows that music is one of the 
important elements in environment that can affect humans. This study tried to find ways to attract 
people towards cultural products with regard to the impact of music. This study by playing music 
(classical, traditional, pop) assessed age and gender of customers on arrival in bookstores in order to 
know that by playing which type of music what category of age and gender can be attracted to the 
cultural environments such as bookstores. To this end, in one of the book stores three types of 
classical, pop and traditional music were played in three days to evaluate the age and gender of 
customers. The analysis of variance (ANOVA) and Tukey test were used to analyze the collected 
data. The results showed that in book stores classical music had the greatest impact on attracting 
women and pop music on attracting men. In evaluating the three age groups 18-30, 31-42 and 43-52 
the results showed that pop music, classical music and traditional music were the most effective in 
attracting customers respectively. 
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Introduction 
Throughout the history, human creates and listens to music with purpose. Music as a tool has 
influenced emotions such as happiness, sadness, or grief, and always as a communicational tool has 
contributed to human to understand others. Every society throughout history has had a kind of 
music. Early humans in the ealry civilizations have used a tool like bones as music. 
Music physiologically has distinective effect on many biological processes and prevents 
fatigue and also changes pulse, respiration and blood pressure levels. Music is a powerful emotional 
stimuli in the environments of stores and an essential and valuable element in the creation or 
increase of sensory experiences of buyers (Smith, 1999). Aylott and Mitchell (1998) in a study 
showed that people in different ages like or hate various styles of music. Currently, a few researches 
have been done with regard to music. 
 Alpert (1990) in a study with regard to musical styles and attitudes of buyers concluded that 
happy music creates happier moods while sad music leads to the highest sales rate. He showed that 
sad music increases the purchases rate and influences the store. However, Lin and Wu (2006) 
contradicting to these results showed that happy music stimulates positive emotions. Broekemier 
and his colleagues (2008) showed that the rate and willing to buy is high at the stores with happy 
music. 
 Bagheri (2015) in a study entitled "the impact of music types in book store on customers' 
purchase rate and spending time" showed that classical music has had the greatest impact on 
shopping in book store and traditional and pop music have had lower impact respectively. This 
study tried to investigate that by playing which type of music in bookstore what age and gender 
groups are attracted to the cultural environments such as bookstores.  
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 Methodology 
The study was conducted in a book store and in order to collect data three types of music 
were played in three different days (Saturday, Monday, Thursday) from 9 am to 10 pm in three time 
periods. The collected data was analyzed by ANOVA and Tukey test. ANOVA is one of the most 
effective and widely used statistical techniques in the economic, social, education, psychology and 
management investigations. The method is used to test the differences between different groups of 
data or samples. Through these analyses, researchers can examine whether there is a significant 
difference between different groups or not? If the variance analysis demonstrates a significant 
difference between the groups, the significant difference between both groups is investigated with 
Tukey test. Tukey test is called HSD. Tukey test can be used to assess whether there is a significant 
difference between different groups or not? Mini Tab software is used to conduct the Tukey test.  
Tables 1 and 2 show the number of women and men who have purchased book on Saturday, 
Monday, and Thursday in three time periods. 
Tables 1. Female clients in book store (source: authors) 
Types of music Classical 
9-12 
Traditional 
16-19 
pop 
19-22 
Saturday 32 18 13 
Monday 15 12 33 
Thursday 10 30 17 
Tables 2. Male clients in book store (source: authors) 
Types of music Classical 
9-12 
Traditional 
16-19 
pop 
19-22 
Saturday 29 20 5 
Monday 22 7 27 
Thursday 9 29 23 
Table 3 shows the days and hours of music playing and the number of customers in the age 
group (18-30). The numbers demonstrate the people who have bought book from the book store. 
Table 3. Age group (18-30) in book store (source: authors) 
Types of music Classical 
9-12 
Traditional 
16-19 
pop 
19-22 
Saturday 19 3 20 
Monday 17 5 18 
Thursday 18 3 19 
Table 4 indicates the days and hours of music playback and the number of customers in the 
age group (31-42) who have bought book. 
Table 4. Age group (31-42) in book store (source: authors) 
Types of music Classical 
9-12 
Traditional 
16-19 
pop 
19-22 
Saturday 31 3 12 
Monday 34 4 13 
Thursday 32 5 14 
The days and hours of music playback and the number of customers in the age group (43-52) 
are presented in Table 4. The numbers indicate individuals who have bought book. 
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Table 5. Age group (43-52) in book store (source: authors) 
Types of music Classical 
9-12 
Traditional 
16-19 
pop 
19-22 
Saturday 11 12 8 
Monday 9 10 6 
Thursday 10 11 7 
Data analysis and results 
The results obtained from the effect of music types on gender of customers in the book store  
The research hypotheses can be defined as follows: 
H0: There is no correlation between types of music (classical, pop, and traditional) and 
gender of customers in book store. 
H1: There is a correlation between types of music (classical, pop, and traditional) and gender 
of customers in book store. 
According to ANOVA and Tukey test H0 is rejected. In other words, types of music 
(classical, pop, and traditional) affect gender of customers in book store. 
Figure 1 obtained from Tukey test indicates that classical music has the greatest impact on 
attracting female and pop music on attracting male in book store. Similarly, pop and traditional 
music have less impact on men and women.  
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Figure 1. Customers’ gender in book store (source: authors) 
The results of the effect of music types on the age group 
In analyzing the results of the three age groups in book store H0 and H1 are defined as 
follows. 
H0: Types of music (classical, pop, and classical) have no effect on three age groups (18-30, 
31-42, and 43-52) of customers in book store.H1: Types of music (classical, pop, and classical) 
influence three age groups (18-30, 31-42, and 43-52) of customers in book store. 
Null hypothesis is rejected with respect to the ANOVA and conducted Tukey test. In other 
words, there is a significant relationship between different types of music (classical, pop, and 
traditional) and age group of customers in book store.Figure 2 resulted from Tukey test shows that 
pop music in the age group of 18-30, classical music in the age group of 31-42 and traditional music 
in age group of 43-52 have had the greatest impact. 
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Figure 2. Age group of customers in book store (source: authors) 
Conclusion 
Principles of psychology through scientific study of human behavior are realized the effect of 
music on the human body. Music can be known as an important component that influences the 
human behavior. The effects of music are studied by applying the behavioral methods. Playing 
music leads to the satisfaction of human hence, by using a precise program he or she can be directed 
to the correct behavior that exposures human to the higher-level thinking. This study attempted to 
achieve strategies to absorb people to cultural products with respect to the effect of playing music 
and also investigated the effect of playing three types of music (classical, pop, and traditional) on 
attracting different gender and age group (18-30, 31-42, 43-52) of customers. In this study a book 
store was selected to collect required data where three types of music were played on three different 
days (Saturday, Monday, and Thursday) at three-hour intervals. Tukey test results showed that the 
classical music had the greatest impact on attracting women and pop music had the greatest effect 
on attracting men in book store. Also, the results for three age groups of customers indicate that pop 
music in age group of 18-30, classical music in the age group of 31-42 and traditional music in age 
group of 43-52 have had the greatest impact. 
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